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COMPANY BACKGROUND

EtnikaTravelis a TourOperatoropenedin 2010and it is specialisedin travel arrangementsin Mauritius. The
companyprovideshotel marketingand reservations,airport transfers,car rentals,sea/landexcursions,tours
and activities. EtnikaTravelhas alwaysbeen a well-known companyon the island and particularly outside
Mauritius with international partners such as CostaCruiseand CisalpinaTour, among others. In fact, the
companybefore usedto work in aά.ǳǎƛƴŜǎǎto .ǳǎƛƴŜǎǎέway (B2B). Asa result,EtnikaTravelwasthe linking
bridgebetweenworldwidetour operatorsandlocalMauritianserviceproviders.



THE PROBLEM

Due to Coronavirusspread, the company changed its working strategy in
ά.ǳǎƛƴŜǎǎto /ƭƛŜƴǘέ(B2C). Operatingin a B2B way, an establishedprofessional
reputation was enough for international tour operators to consider the
companyas a businesspartner for handling their clients in Mauritius itself.
However, since now they committed to search for their own clients, the
companyhasto investmore in marketing. Particularly,it needsto strengthenits
social media presence,since it is the primary tool of communicationto the
audience. Theaim is to displayhow EtnikaTravelprovidesliterally whatevera
tourist candemandon the island.

Moreover, an additional problem is that despiteMauritius reopened,only the
rich part of the audiencecanplan a holidayat the last minute or cansustaina
holidayextensiondue to unforeseencircumstancescausedby the virus and its
variants. Therefore,asmain current goal,EtnikaTravelwould like to showcase
mostly their luxury services,nonetheless, they still provide activities and
accommodationthat fit all clientalneedsandbudget.



MARKET RESEARCH

FIRST WAVE SECOND WAVE

Mauritius is a small paradise in the

middle of the Indian Oceanand every

year it welcomesthousandsof tourists

cravingfor its white beachesand blue

oceans. However,the coronavirushad

a drastic impact on the international

arrivals and, as a result, it hugely

affectedthe economyof the country.

The chart of Kamer (2021) highlights

the decrease in international tourist

arrivals,analysingthe monthly change

during Covid-19 pandemicin Mauritius

from February2020to May2021.



MARKET RESEARCH

Jan Feb Mar Apr May Jun

Air Sea Total Air Sea Total Air Sea Total Air Sea Total Air Sea Total Air Sea Total

580 1 581 443 1 444 82 10 92 19 0 19 34 2 36 97 4 101 

Jul Aug Sep Oct Nov Dec

Air Sea Total Air Sea Total Air Sea Total Air Sea Total Air Sea Total Air Sea Total

675 1 676 1.569 8 1.577 1.387 29 1.416 42.883 1 42.884 52.896 20 52.916 44.890 180 45.070 
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MAURITIUS UPLIFTED TRAVEL RESTRICTIONS 

In October2021, Mauritius uplifted travel restrictionsand allowed fully vaccinatedtourists to enter the country for

leisurepurposes. Thiscauseda notable rise in the number of visitors entering the country, consequentlyboosting

economicrecovery. Therise is clearlyvisiblein the table below through data providedby the Mauritian government

(StatisticsMauritius, 2022). Mauritius openingits arms to foreignershasbeen the first step in revitalisingthe long-

sufferingeconomy. Therepercussionsposedby the pandemicfinallyseemto be bearable. In this context,EtnikaTravel

is readyto restoreits prestigeascomparedto how it waspre-pandemicby promotingits most luxuryservices.



THE SOLUTION

Thesolution is to organisea consistentcampaignnamedά¸ƻǳǊparadise/ƻǊƴŜǊέthat will run for 3 months. The
project will be held on the website and their socialmedia,becauseit is the easiestway to reachout the wide
audienceof the company. In fact, their clients come from all over the world, particularly from Italy (majority),
Russia,SouthKoreaandNorth Africa. Thesedatacomefrom an interview with IvanoLaTerra(Director)andLaura
Grenouille(OperationsManager).

The targetedaudienceconsistsof adultsof different culturesandvariousethnicities, focusingmore on the Italian
market. Theclients includemainlycouples(newly-wed or retired) and families,but alsogroupof friendswho are
enthusiasticabout travellingandexperiencingexcursions.



AUDIENCE PERSONA

NAME: 

AGE:

LOCATION:

PROFESSION:

SOCIAL STATUS:

AGE

Daniele and Serena

29 and 28 years old

Italy 

Doctor and Teacher 

High Class 

Danielejust finishedhis specialisationin dentistry and Serenahasbeena

teacher for a couple of years. They are a newly-wed couple residing in

Italy. Theyare planningtheir honeymoonand are lookingfor prospective

destinations. Both belongto affluent familiesanddo not haveanybudget

restrictions. Beingpretty young,they spenda lot of time on socialmedia,

particularly LinkedInfor catchingup with colleaguesand Instagramfor

leisurepurposes.



AUDIENCE PERSONA

NAME:

AGE:

LOCATION:            

PROFESSION:        

SOCIAL STATUS:

AGE

Andrea 

51 years old 

Italy 

Small business owner 

Middle Class 

Beingbusythe whole day with his own business,comingbackhome every

eveningbefore dinner,Andrealovesspendingsometime scrollingFacebook

and just chilling. He is the father of a family of four people. Hiswife Sarais

46 yearsold; his sonLucais 13 yearsandhis daughterFionais 17 yearsold.

He is a travel enthusiast,but unfortunately his businessduties prevent him

from havinglong-term holidays. Additionally,sincehis wife doesnot work,

he cannotafford luxuriousdestination. Nonetheless,he looksforward to the

times when he can take his small family on vacations,havingquality time

beforehiskidsstart goingin holidayswith friendsinsteadof the family.



AUDIENCE PERSONA

AGE

NAME: 

AGE:

LOCATION:

PROFESSION:

SOCIAL STATUS:

Natasha 

32 years old 

Russia 

Auditor  

High Class 

Natashais a businesswoman who works in a prestigiousauditing firm well-

knownall over the world. Dueto her important position,shechangescountry

almost everyweek. For this reason,often she feels a lack of άaŜ¢ƛƳŜέΣto

just take care of herself and rest a bit, without moving from one city to

another. She is very curious and she adores reading to learn new things.

Additionally,she likes to shareon Instagramthe picturesof all the placesin

which she moves. On the other hand, every year Natashaalways looks

forward to her paid leaveto compensatethe yearlystressfrom work with a

two weekluxuriousholiday.



THE CAMPAIGNIDEA

The core campaignidea is to involve two or more influencers(particularly

Youtubers)from Italy and to bring them to Mauritius. Theywill be able to

createvideoswith massiveexposureand the companywill be able to share

them aswell, showcasingthe most excitingand expensiveactivitiesto do in

Mauritius.

Additionally,a seriesof video will be releasedon all the ŎƻƳǇŀƴȅΩǎdigital

platforms. One of them will be a proper brand advertisingvideo, matching

the audiencepersonacharacteristicsand needs. Theother adswill be 360°

videosof the best-sellerexcursionsof the company,includingwater, seaand

air activities.

It iscrucialto makethe audiencedreamandconvincethem that the company

canmakethosedreamscometrue. Thepurposeis to sell emotions,to sell a

feeling,sothat evenif a client cannotafford a luxurioustrip, he will still crave

to haveat leastάŀpieceof thatŘǊŜŀƳέ. Thisconceptis well-expressedin the

campaignsloganYOURPARADISECORNER.



Due to this famousquote of Mark Twainengravedin the collectiveimaginary, Mauritius is known all over the
world to be the "earthlyparadise".

The idea of "dream" and the reference to the associationheaven-paradise were the basement to the
conceptualisationof the slogan. Thelatter ensuresthe clientsthat EtnikaTravelcanguidethem
In the pursuitof "their paradisecorner".

THE SLOGAN



PESTELANALYSIS

POLITICAL

¶ Travel restrictions in Mauritius are 

unpredictable and may impact the 

flow of the campaign when 

suddenly imposed by the 

government.

¶ The company might get a 

sponsorship for the campaign from 

the MTPA (Mauritius Tourism 

Promotion Authority).

SOCIAL

¶ Multicultural society with a wide 

range of languages and ethnicities. 

¶ Language barrier, since the tourists 

coming to the country may find 

difficult to communicate with the 

locals.

LEGAL

¶ Incoming tourists are subjected to 

have a booster vaccine dose in 

order to be considered fully 

vaccinated (as per Mauritian 

Government Laws) and avail every 

touristic facilities.

SEP T E L

ECONOMICAL

¶ Mauritius was heavily dependent on the 

tourism industry before Covid-19. 

Incoming tourists after the recent travel 

ban upliftment will possibly restore the 

tourism industry and boost the 

ŎƻǳƴǘǊȅΩǎ ŜŎƻƴƻƳȅ ƻƴŎŜ ŀƎŀƛƴΦ

¶ Economical crisis that leads to 

unemployment and inflation.

TECHNOLOGICAL

¶ New technologies that are yet to be 

used as marketing initiatives will be 

implemented in this campaign, 

such as VR (360 degrees) marketing 

advertisements.

¶ The adverts will also be optimise 

with the help of Geolocation and 

IoT.

ENVIRONMENTAL

¶ The returning of tourists will 

reignite the pollution in the public 

beaches.

¶ The fast-changing weather can 

impact the excursions planned for 

the tourists.



SWOTANALYSIS

¶ Well-estabilishedcompany with excellent reputation.

¶ Wide variety of activities and accomodations.

¶ Huge network on the island.

¶ International partners such as Costa Cruiseand CisalpinaTour.
S

W

O

T

¶ Small team of employees.

¶ Covid-19 restrictions.

¶ Aggressive competition with smaller but more niche-focused 

businesses.

¶ Limited online presence.

¶ The owner of the company also owns a sister-company EtnikaProduction. A line-up production company 

used to collaborate with multinational company and celebrities. ThisenablesEtnikaTravelto expandin 

biggermarkets.

¶ To exploit the increase in luxury tourism and to adjust the marketing strategies accordingly.

¶ Space to improve online presence, particularly in terms of social media and website.

¶ Language Barrier, since the audience is very wide and not all the clients speak English or Italian.

¶ Possible unexpected closure of the borders due to Covid variants evolving.

¶ Some travellers may be uncertain of travelling internationally due to rapid covid mutation.

¶ Many tourists booking holidays and tours through big platforms as Booking.com, Airbnb, etc.

STRENGTHS

WEAKNESSES

OPPORTUNITIES

THREATS



PROPOSEDINFLUENCERS

Theseare three possible influencers who might collaborate with Etnika Travel. Two of them are well-
estabilishedYoutubers,while the third is a photographermore orientedtowardsthe "contentcreation" world.
In the following slides,there are their socialmediainsights. Theseare important to define alsoa price,once
they alreadygivetheir availability.

WŀŎƻǇƻ 5Ω!ƭŜǎƛƻ Marcello Ascani Nicola Torrisi



PROPOSEDINFLUENCERS

WŀŎƻǇƻ 5Ω!ƭŜǎƛƻ

Jacopo5Ω!ƭŜǎƛƻis used to this type of
collaboration. For instance, he already
realised something similar to what we
are planning for the Official Tourism
Boardin Dubaiin the link below.

https://www.youtube.com/watch?v=E2Q
FOGvwuto

https://www.youtube.com/watch?v=E2QFOGvwuto


PROPOSEDINFLUENCERS

Marcello Ascani

MarcelloAscaniis currently trying to live
12 months in 12 different countries all
over the world. Every time he visitsone,
he tries to interview particularly Italians
who live there like in the video at Los
Angeleslinkedbelow.

https://www.youtube.com/watch?v=E2Q
FOGvwuto

Additionally, he is a friend of Jacopo
5Ω!ƭŜǎƛƻΣas a result, they might come
together in Mauritius for an exciting
adventure.

https://www.youtube.com/watch?v=E2QFOGvwuto


PROPOSEDINFLUENCERS

Nicola Torrisi

NicolaTorrisiis usedto work aroundthe
world, collaborating with brand like
GoProItaly, but alsowith tour operators.

His excellent photography and
videographyskills could also solve the
lack of ŎƻƳǇŀƴȅΩǎcontent, creating a
proper portfolio/database that brand
can use in the future for marketing
purposes.



OPPORTUNITYFOR SPONSORSHIP

Eventually,for sucha big project, EtnikaTravelmay requesta sponsorshipfrom the Mauritius TourismPromotion
Authority. Thisgovernmentbody is used to promote suchcollaborationslike the recent one linked below with a
Frenchyoutuber,that apparentlywassponsoredby the MTPA.

https://www.youtube.com/watch?v=PURPts2z
MmE

https://www.youtube.com/watch?v=PURPts2zMmE


BRAND VIDEO 

¢ƘŜ Ƴŀƛƴ ōǊŀƴŘ ǾƛŘŜƻ ƻŦ ǘƘŜ ǇǊƻƧŜŎǘ ǿƛƭƭ ōŜ ƴŀƳŜŘ ŀŦǘŜǊ ǘƘŜ ŎŀƳǇŀƛƎƴ ǎƭƻƎŀƴΥ άCƛƴŘ І¸ƻǳǊtŀǊŀŘƛǎŜ/ƻǊƴŜǊέΦ
The video will follow the story of a couple in honeymoon in Mauritius. They will be availing the best and most expensive 
activities offered by EtnikaTravel, such as the helicopter tour or the private boat trip. 

NOTETO THEEXAMINER: the first draft of the video has been sent via email to the Module Tutor. However,this video was made by a freelance

videographerprovidedby the companyaccordingto our request,just with hisown stockfootage. I do not own anycredit concerningthe makingof the

video. I amandwill be presentonly in the idealisation,duringthe shootingandin the reviewpart, not in the editingphase.



THE STORYBOARD



WEBSITE

CURRENTWEBSITE



WEBSITE

EXPECTEDWEBSITE FEATURING SOME CAMPAIGNELEMENTS



YOUTUBE

EtnikaTravelwill haveto create its
own Youtube Channel. This will
enable all the influncers
collaboratingwith the companyto
tag the brand on Youtubeas well,
driving attention and engagement
on EtnikaTravelsocialmedia.
However, the company should
allow the influncers to write their
clickbaittitles in their own wayand
style, eventually, they can just
suggest them to relate it to the
campaignvision. For instance, in
the caseof Jakidale, the title could
be "Ho trovato il mio angolo di
paradiso!" (literally «I found my
paradisecorner»).





The campaignwill implement also Virtual Realityas additional digital technology.
Someactivitiesandexcursionwill be recordedwith a 360° camera,in order to bring
the audiencea more immersiveexperienceand to generateevenmore interest in
the proposedservices.

One of the main concern while discussingthe use of VR is the high cost of
implementation. However,after uploadinga 360° video on Youtube, the platform
givesthe audiencethree options: to visualiseit through a VRheadset, by phisically
movingthe phonearoundor by changingperspectiveswith fingersusage.
Particularly, the secondoption cangiveto the audiencethe opportunity to enjoythe
video, cutting the implementation cost. This allows the companyto bring a fun
experienceto everyone, without anyVRheadsetneeded.



FACEBOOK

To ensureconsistency, the campaignshouldbe displayeduniformlyacrossall the digital platforms. 



INSTAGRAM

CURRENTFEED EXPECTEDFEED

Furthermore, to boost the company online

presence an accurate social media plan is

essential. I believethat postingthree times a

week three different contents according to

specificcategoriescanenhancethe Instagram

feed, and as a result, also the Facebookone.

For instance, on Monday the can post a

picture of a sea activity, on Wednesdaya

picture of a hike andon Fridaya picture of an

accommodation(hotel or residence). Bringing

their existing social media back to life will

surely give at least a brief idea of the

companyto the audienceaswell asproviding

a professionalvibe.



A I D A

In order to generatequality contentsable to positivelyaffect the company,it is
not sufficient to post a simplevideoof a boat trip writing an anonymouscaption
suchas«havea goodday». Oneof the main marketingtool to solvethis issueis
the AIDA model and below there is an example of its implementation to an
Instagrampost.

ATTENTION- The dolphins in the torquoise water are expected to catch the
customerattention andstophim from scrolling.
INTEREST- At this stage, the client will become curious, checkingwhere this
picturewasshot in the geotagsection.
DESIREςNow, the viewerwho is properlyinterestedwill start readingthe caption
andwonderinghow he would be ableto havesucha coolexperience.
ACTION- The last step is converting the curiosity and the interest into a real
action,directingthe customeron the companywebsitethrougha properCTA.



The AIDAtechniquecan be also be applied on Instagramstories. The
processis analogous, catchingthe viewer attention and converting it
into engagementandinteractions,througha CallToAction.



Thebrand canusethe new Instagramcollab feature while collaborating
with influencers. This allows to combine likes and comments,
exponentiallyincreasingthe engagementon both accounts. Additionally,
the company will also be able to directly check the insights of the
ŎƻƭƭŀōƻǊŀǘƻǊΩǎposts.

All the social media contents will be optimised based on ŎƻƴǎǳƳŜǊΩǎ
location (geolocation). Furthermore, the use of IoT (Internet of Things)
will be madeto collect information like travel patternsandbehavioursto
optimisetargetedmarketingon socialplatforms.


